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Abstract 
The airlines industry is an important sub-sector in transportation and service industry. Since repeat business is critical to 
sustaining airline organizations, many have invested in various marketing strategies to entice customer loyalty. Customers' travel 
experience may influence their commitment toward airline brand. Brand experience primarily emotional experience creates value 
in consumer buying behavior. Studies on Brand Experience (BE) in recent years have unravelled some gaps that exist in 
customer loyalty literature. For example, loyal customers are deeply involved and preoccupied with the brand. Their physical and 
emotional state of mind is engaged with the brand at every touch points along their consumption journey. Hence, brand 
experience contributes to business sustainability and growth. Therefore, in formulating branding strategy, marketers must focus 
on efforts to create an immersive brand experience (IBX) that drives brand attachment and engagement. Despite its importance, 
there is still limited empirical evidence to address this emerging concept. It could be speculated that lack of established reliable 
and valid scale to conceptualize and operationalize BE is one of the main contributing factors. Against this backdrop, this study 
attempts to develop a theory-based IBX conceptual framework by using established PAD Theory. Rigorous methodologies will 
be used to identify the factorial structure of IBX and subsequently the scale's psychometric properties of dimensionality, validity, 
and reliability will be determined by confirmatory factor analysis. The proposed new dimension, spirituality (S) will be integrated 
with PAD Theory, which then will be known as PADS. Finally to develop a theoretical framework, the nomological validation 
will be conducted between IBX construct and brand resonance. A mixed research methodology that includes in-depth interviews, 
focus group discussion, quasi-experiment, and consumer survey will be employed to achieve the research goals. The research 
findings shall contribute a new scale (IBX) to the marketing literature that could be utilized to formulate a winning branding 
strategy for airline brands. 
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1. Introduction 
The expression of being 'immersive in' is described as a state of being overwhelmed, engulfed, actively engaged or 
deeply absorbed and engrossed with a certain object (Fullberg, 2003; Morrison & Crane, 2007; Smilansky, 2009). 
Thus, immersive brand experience (IBX) arises when customers are deeply involved and preoccupied themselves 
with the brand. IBX is the total or overall feeling driven by the physical and hedonic cues at every touch points of 
the consumption journey. It is considerably a new concept that is emerging among marketing practitioners, however 
to the best knowledge of the researchers; there is no established scale available to measure this novel concept. IBX 
is hypothesized to have a positive effect on brand resonance. However, there is no prior empirical evidence yet to 
confirm this proposition. In previous studies, brand experience is conceptualized as sensations, feelings, cognition, 
and behavioral responses evoked by brand-related stimuli (Brakus et al,2009). The stimuli appear as part of a 
brand’s design and identity, packaging, communications, and environments. Further research on the brand 
experience construct is needed. This research should address, for example, how brand-related stimuli result in 
experiences and how brand experience affects customer lifetime value. As competition in the transportation industry 
has grown intensive, relying on incremental improvements to customer satisfaction index alone is insufficient. The 
quality of experience delivered by marketers through every touch points when engaging and interacting with 
customers is the key to prospering in business. For example, it was reported that Malaysia Airlines (MAS), the 
national airline company in Malaysia spent about RM144 million just for the brand image campaign in 2013. 
Despite MAS received many accolades from Skytrax Award for the past seven consecutive years, sustainability of 
its business is still uncertain as the airline industry will become more competitive due to Open-Skies Policy starting 
January 2015. The Immersive Brand Experience (IBX) is widely determined by the service quality and experience 
delivered when engaging and interacting with customers. The branding strategy must focus on efforts to create the 
immersive brand experience that will in turn influenced brand association, devotion, and loyalty. Airline companies 
need to unlock the key factors that drive customers to have immersive experience and investigate its impact on 
brand engagement, brand attachment, and loyalty. 
2.  Background of study 
Stimulus-Organism-Response (SOR) theory has long been used to understand consumer behaviour (Hoyer & 
MacInnis, 1997). The most modern conceptualization of this theory was proposed by Jacoby (2002), who criticised 
the linearity of existing SOR models, and proposed a more “three-dimensional” perspective. This notion is based on 
the argument that the three key components are not mutually exclusive, in that one object can represent stimuli in 
one instance and an organism or response in another. The purpose of this study is to develop a conceptual 
framework by extending the organism of PAD Theory by Mehrabian and Russell (1974) to assess environmental 
perception, experience, and psychological responses.  A Spiritual element will be added to Pleasure, Arousal, and 
Dominance to derive PADS Theory explaining immersive brand experience (IBX) in full-service airlines setting. 
The conceptual framework would illuminate how related stimuli might influence customers’ emotional states and, in 
turn, how those emotions affect behavioral intentions. The first part of this study addresses the gaps between such 
stimuli and organism. Exploration of stimuli from current customer perspectives aims to provide deeper 
understanding into both brand experience and the outcomes. Further, a new definition of Immersive Brand 
Experience (IBX) improves understanding of the concept. However, many of the current research developed a 
multiple-item scale to measure the overall conceptual framework of PADS. The second phase of the study will 
investigate the causal relationships between emotions (e.g. pleasure and arousal) and behavioral intentions (e.g. 
repeated patronage, positive word-of-mouth, likelihood of repeat purchase, and likelihood of spending more than 
anticipated) using the Mehrabian and Russell's environmental psychology model. This present study attempts to 
achieve the following objectives: first, to identify and confirm the measurement model of the constructs (i.e. service 
quality, consumption emotion, perceived value, and behavioral intentions) in the proposed theoretical model for the 
drivers of the behavioral intentions and, second to test the interrelationships between the following constructs. 
Stimulus-organism-response (SOR) theory has long been used to understand consumer behaviour (Hoyer & 
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MacInnis, 1997).  
2.1 Spirituality 
 
Spirituality is hard to measure because of the intangibility of it dimension. It has become a keyword in brand 
thinking and consumers behaviour to pursue its . The spiritual and sensorial have clearly become essential facets of 
our lives when purchasing brands as well as the promise associated with any product (Kumar et al, 2014). 
Spirituality attachments to brands produce positive perceptions about the product quality as loyal consumers to a 
certain brand instinctively purchase the spiritual dimensions of these brand. According to Dacin and Smith (1994), 
to be a leader, brands need to communicate spirit and soul, rather than product-related skill and expertise. Moreover, 
Vinodhini & Mahboob (2015) specified that the spiritual and sensorial have apparently become the important part of 
our lives when purchasing the brand. As such the promise associated with any product needs to be relevant to these 
aspirations. Even though, Holbrook (1999) ignores the distinct important of spirituality, (Gentile et al, 2007; Klenke, 
2005; and  Conlin, 1999) conclude that the “S” factor  (relating to spirituality)  is marketing for the soul.  
2.2. Brand Image 
This study is designed to examine the components of brand equity that lead to loyalty behavior.  It plans to assess  
brand image as antecedents of brand loyalty. Very few studies have made the connection between brand image and 
brand experience explicitly. However, many authors have discussed the relationship between brand image and 
favorable brand associations (e.g. Aaker & Biehl 1993; Faircloth, Capella & Alford, 2001; Pappu & Quester, 2006).  
Thus, the relationship between brand image and brand resonance should be studied further consistent with previous 
studies (Jones & Suh 2000; Kumar et al. 2007; Martenson, 2007;  Rockwell, 2008). 
2.3. Flightscape 
Flightscape is primarily differentiated from Service-scape by the development of a scale to measure the physical 
environment on-board of the aircraft. The dimension was design especially for full-service airlines context. For this 
study, the flightscape is defined as the man-made physical and human surroundings inflight. It focuses on the 
internal environment (e.g. seat width, cabin design, lighting, music and smells and ambiance) and aesthetic 
personnel as part of airlines dimension (e.g. flight crew in uniform with good posture, conform with nice hair colour 
and make up, suitable tone of voice). This study intends to provide a more generalizable and parsimonious 
instrument for both practitioners and researchers. As such, the researchers will develop a flightscape instrument of 
how the flightscape might influence customers’ emotional states and, in turn, how those emotions affect behavioral 
intentions.  
2.4. Airline Social Responsibility 
Corporate social responsibility (CSR) activities have a positive and negative effects which acquire extra cost to the 
organization but at the same time give positive result in market-base performance (Kang et al., 2010; Lee and 
Park.,2010).(Chen et al.,2012) develops the concept of airlines social responsibility (ASR) and examines the 
importance and performance of ASR initiatives that involves four dimensions in which include : safety, 
environmental protection, social participation and consumer rights. This dimension need to further examine by 
implementing airline social responsibility which will benefit the organization as part of marketing strategy.It will 
gives positives influence in customer loyalty and company reputation (Mcgehee et al.,2009; Chen et al,2012).  
2.5. Service Brand Relationship Quality 
Customer long term relationship with service brands give sustainable strength to the company. This relationship give 
consumers to know and interact with the brand (Fournier, 1998). Prior study have focus on overall Brand 
Relationship Quality (BRQ) (Aaker, Founier,and Brasel,2004; Chang and Cheng 2006;Zhang and Bloemer 2008). 
While (Nyffenegger et. al.,2014) empirically examine the role of emotion and cognitions as two component of BRQ 
in services context, based on a distinction between “hot” and “cold” attitudes (Park and MacInnis, 2006). The first 
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component, cold BRQ is based on object-relevant belief and hot BRQ is largely based on emotions. The outcome of 
this dimension will be assessed, controlled effectively using measurement that tailored for the service industry. 
3.  Proposed Conceptual Framework 
The framework presents conceptualization of brand experience in accordance with Mehrabian and Russell (1974). 
The four important components of stimuli which shape valuation are brand image, flightscape, airlines social 
responsibility and service brand relationship quality. These are proposed to contribute to Brand Experience and 
consequently create value such as behavioural loyalty, attitudinal attachment, sense of community and active 
engagement. 
 
 STIMULI                                               ORGANISM                                          RESPONSE 
 
 
                         
 
 
 
 
 
 
 
Fig. 1 The conceptual framework developed for this research based on SOR Model, Mehrabian and Russell (1974). The framework suggests 
examining Spirituality into PAD theory. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2 The Conceptual Model of Brand Experience (Predictors of Brand Experience, Brand Experience and Resonance based on SOR Model, 
Mehrabian and Russell (1974). 
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4.  Conclusion and Summary 
Three main contributions of this research should be noted. First, the introduction of a new conceptual construct of 
Immersive Brand Experience (IBX) contributes to the understanding of the emotional process of branding success. 
In this study, the construct is defined, and measurement developed through extensive literature review and focus 
group discussions.  The proposed scale for IBX could help future researchers to further study this phenomenon. 
Also, the antecedents and consequences of the new constructs are examined; the results can be helpful to the 
branding research. Second, measurements of brand experience scale suggested by Schmitt (2005) are modified, and 
its effects on customer emotions are empirically tested. The results can shed some light on fostering brand altruistic 
behavior. Third, a new variable known as flightscape is presented focuses on airlines service industry. Once the 
relationships between such stimuli, brand experience, and behavioral intention are understood, airlines organizations 
can utilize such knowledge to design appropriate services and marketing strategies to attract the customers. Finally, 
based on the proposed model, airlines operators may develop the experience to stimulate consumption emotion and 
create perceived value leading to customer loyalty. 
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